Market Research Abstracts 
Volume 23 Jjan-June 1975 


CONTENTS 


Journals and sources consulted 
Subject Index 


Author Index 


Abstract Nos 
Section I : Survey techniques 2288—2313 


Section II : Statistics, models and forecasting 2314—2327 
Section III : Attitude and behaviour research 2328—2359 
Section IV : Personality and social psychology 2360—2367 


Section V : Communications: advertising and 
media research 2368—2381 


Section VI : Applications of research 2382—2397 
Section VII : Industrial market research 2398—2399 
Section VIII Market research and general applications 2400—2404 
Section IX : New product development 2405—2412 


The appropriate section number is given in the top right hand corner of each 
abstract, before the abstract number. 





JOURNALS & SOURCES CONSULTED 


Abstracts in this issue have been derived from the following journals and other sources. American 
journals are marked with an asterisk. 


Research 


The Market Research Society Annual Conference 
European Research 
Journal of the Market Research Society (JMRS) 
IMRA Journal 
*Journal of Advertising Research 
*Journal of Marketing Research 
Operational Research Quarterly 
*Operations Research 


*Journal of Consumer Research 


Statistical 


* American Statistician 
Oxford Bulletin of Economics & Statistics 
*Journal of the American Statistical Association 
Journal of the Royal Statistical Society Series A (General) 
Series C (Applied Statistics) 
The Statistician 


Statistical News 


Psychological/Sociological 


*American Journal of Sociology 
*Behavioral Science 
British Journal of Psychology 
British Journal of Social & Clinical Psychology 
British Journal of Mathematical & Statistical Psychology 
British Journal of Sociology 


*Educational & Psychological Measurement 





JOURNALS & SOURCES CONSULTED (continued) 


Psychological/Sociological (continued) 


Human Relations 
*Journal of Abnormal Psychology 
*Journal of Personality & Social Psychology 
*Journal of Applied Psychology 
*Journal of Social Issues 
Occupational Psychology 
*Psychological Bulletin 


*Psychological Review 


Economics/Marketing/Advertising/ 
Business management 


ADMAP 

Advertising Quarterly 

European Journal of Marketing 
*Harvard Business Review 

Journal of Industrial Economics 
*Journal of Marketing 

Management Decision 
*Management Science 

National Institute Economic Review 


*Public Opinion Quarterly 


ACKNOWLEDGEMENTS 


Our grateful thanks are due to those journals which supply copies for abstracting. Also to the 
following organisations whose libraries are used for the compilation of the abstracts: 


City Business Library - The City University Graduate Business School 
Institute of Practitioners in Advertising - British Institute of Management 
London Graduate School of Business Studies - London School of Economics 


Royal Statistical Society - Tavistock Institute of Human Relations 





SUBJECT INDEX 


Subject Abstract No Subject Abstract No 

Adequacy-importance models 2326, 2339 Bettman model of risk 2342 

ADMOD 2373 Bias 

Advertising demand 2350 
buyers’ use of 2381 detection 2288 
decision model 2373, 2376 interviewer response 2288 
economics of 2315 nonresponse 2293 
effects 2379, 2380, 2412 order 2300 
experimental research 2369 respondent selection 2293 
perception 2368 response 2299 
research 2370, 2371, 2374, 2375 rotation group 2294 
resistance to 2365 Brand 
/ sales response functions 2377 attitudes 2335 
stock 2379 see also attitude research 

Aggregation, problems of 2315 choice 2344, 2346, 2347, 2348, 2394 

Aggressive behaviour study 2297 diaries sinied 

Aircrew study 2392 

Aluminium foil data 2348 


Allnatt model 2323 


British Airways personnel study 2392 


British Market Research Bureau training methods 
2401 


Buying intent 2380, 2408 
Alternate question procedure 2321 

Cadbury’s 2411 
Anchoring 2301 Camouflage 2297 


ANOVA design 2338 Car studies 2505, 2333, 2539, 2901 
2354, 2367, 2381 


Categorical judgement data 2323 
Causality 2314 


Anchor Point collection techniques 2318 


Area classifications 2291 
Asymmetrical rotation 2300 


Attitude : 
change 2350 Choice 
polarisation 2336 social factors in 2362 
research 2324, 2325, 2826, 2331, 25355 strategies 2343 
2337, 2338, 2339, 2340, 2341 Cigarette study 2339 
Attribution theory 29345 Clos 2305, 2327, 2362, 2363 
Automatic Interation Detection (AID) 93929 Classification 


Automobile studies 2303, 2333, 2339, 2351, 2354 area 2291 
2367, 2381 consumer 2360, 2361 


Clustering 2289 

Ballpoint pen study 2357 Coffee study 2312, 2359 
Bank credit cards study 2390 Cognitive algebra 2326, 2338 
Banking survey 2301 Cognitive dissonance theory 2368 
Bayesian model 2345, 2348 Cola study 2313 
Behavioural/intention models Coloured respondents 2290, 2295, 2305 
see also Fishbein models 232: Commercial Union Assurance Study 2388 
Belief models 2324, 2325, 2339, 23 Competitive Environment test 2370 


Bernoulli models 4s Concept testing 2334 





SUBJECT INDEX (continued) 


Subject 


Consumer behaviour 
see also behaviour models, brand choice 
2344, 2346, 2348, 2349, 
2351, 2352, 2353, 2354, 
2382, 2384, 


Context effect 
Convenience food study 
Copy testing 

Credit cards study 
Cross-sectional analysis 


Cunningham model 


Data collection 

Decision making 

Demand bias 

Deodorant study 

Detergent study 

Diet cola study 

Drug survey 

Durable purchase behaviour 2355, 
Electoral Registers 2289, 


Error 
ratio decomposition 


research 
sampling 


Experimentation 


Family 
decision making 
life cycle 


2353, 2354, 
2354, 
Fashion 
change theory 
designer, role of 


studies 2366, 


First time buyers 
2326, 
2339, 


Fishbein model 


Fisons study 
‘Fold over’ technique 
2307, 


Follow-up procedures 2308, 2309, 


‘Foot in the door’ phenomenon 


Abstract No 


2343 
2350 
2500 
2403 


2329 
2333 
2370 
2390 
2315 
2342 


2318 
2351 
2350 
2339 
2335 
ZaES 
2291 
2385 


2290 


2314 
2314 
2288 
2350 


2900 
2361 


2397 
2395 
2396 


2410 
2550 
2340 
2591 
2341 
2310 


9998 


Subject Abstract No 


Gaussian distribution model 


General Social Confidence (GSC) 


2uae 
2365 
2372 
2396 
aaao 


Glance, the value of a 
Great Gatsby 
Guildford model 


House purchase 2353 

2293 
25525: A909 
2354, 2355 


Household composition 


Husband/wife decision making 


INDSCAL model 2332, 2393 


Industrial market research 2398, 2399 

Information 
integration 
processing 
seeking 


2342 
2345, 2365 
2362, 2381 


2366, 2367 
2388, 2389 


Innovators 
Insurance studies 


Intention 
/behaviour models 
see also Fishbein models 
to buy 


2324 


2380, 2408 
2288 
2404 


2290 


Interviewer bias 

Interviewers, public view of 

Interviewing, of coloured respondents 

Kuehn study 2347 
2347 

2360, 2361, 2362, 2364 
2328 


Learning models 
Life style 


Likert scales 


2319 

2302, 2303, 2304, 2305, 2306 
2307, 2308, 2309, 2310 

2312 


9999 


McGee’s program 


Mail surveys 


MANOVA 
Marchant-Blyth sampling method 
Margarine study 2382 


Market data, communicating 2403 





SUBJECT INDEX (continued) 


Subject Abstract No Subject Abstract No 


Market research Perception and advertising 2368 
control and evaluation of 2402 Pp 
erceptor 2406 
public’s opinion of 2404 P oer : 
training of executives 2401 Personalisation in mail surveys 2303 
in UK & US 2400 Personality traits 2360 


Markov models 2348 Persuasibility, correlates of 2384 


M-D-SCAL program 2319 Point of sale advertising 2359 


Meals study 2317 Postal surveys 


: see mail surveys 
Media y 


comparisons 2378 Postcards in mail surveys 2306, 2307 


weight testing 2374 Preference models 2325 


Price research 2350, 2356, 2357 
Monetary incentives 2305 2358, 2359, 2412 


Monitor 2361 Probability 


— ae estimates 2341, 2352, 2385 
Motivation research 2344 deteary °3.46 


Problem inventory analysis 2405 


Mini Test Market 2382 


Mouthwash study 2339 
Multiattribute attitude models 2335, 2338 Prod 
2339, 2340 es 


positioning 2406 
Multibrand buying models 2346, 2382 quality rating 9357 


Multidimensional scaling 2312, 2317, 2318 Profile data 2917 
2932, Looe 


Promotions 2382 
Multivariate area classifications 2291 Proxinsdty jodigemente 9319 
Psychographics 2361 
National Readership Survey 2292 i eoias 


Pupillograph 2368 
NBD model 2382, 2409 peistiiacie- cise 


roan a Purchase intention question 2408 
NEWPROD 2407 see also Buying intent 
New product research 2405, 2406, 2408 


2409, 2410, 2412 
New town research 2386 Qualitative use of data 
Nonmetric MDS techniques 2316, 2319 Quality ratings 
2393 Quantitative data, fallacies in 

Questionnaires 
Opinion form or postcard 

data 2325 length 

leaders 2366 
Orange juice study 2347 


Racial minority groups, sampling 
Order bias 2300 


Randomised response techniques 


Parkoge teete 2: . . 
Package tests 2311 Ranking techniques 
aired comparisons 231! : 
Paired comparisons 313 Rating scales 
Perceived return model z2a01 see scaling 


Perceived risk model 2351 Reading and noting 





SUBJECT INDEX (continued) 


Subject Abstract No Subject Abstract No 


Refusals in surveys 2295 Sequential unfolding procedure 
Repeat buying 2410 Serial position effect 
Repertory Grid Technique 2387 Shampoo study 
Respondent 
compliance 2298 
selection yp 


Shareholder survey 

Shop image study 

Simmons’ randomised response technique 
Response SLOLT model 


accuracy 2318 Snowcrop study 2347 


Respondents, inaccessible 2295 


bias 2299 Soap study 2332 
mail survey 2302, 2303, 2304, 2305, 2306 


2307, 2308, 2309, 2310 — ca 
patterns 9994 c ie ei 
randomised 2296, 2320, 2321 0) eae 23¢ 
set 9999 sections technique 2397 


time 2318 Soft drinks studies 2339 
Restaurant study 2339 Spokesmen in advertising 2371 
Retail store choice behaviour 2383 SSA program 2393 
Rich & Jain study 2362 Starch (vegetable) study 2317 
Risk perception 2342 Stimulus set size 2318 
Rosenberg model 2339, 2340 Store choice 2383 
Rotation group bias 2294 Stratification 2289 


Successive intervals model 2323 


Sample sizes 
Sampling 
see also Sample sizes re 
didn P Telephone 
ii penetration 2327 
; : reminders 2307, 2308 
large populations 990F 
: - . survey 2295 
racial minority groups : ; 


self-weighting 2292 Telford Social Survey 2386 
small 


Tachistoscope 2ael 


Test marketing 2382, 2411, 2412 
Scaling 

see also Multidimensional scaling 230, 23523 
2328, 2329, 2330 Thought, effect of 2336 
251, 2IS9, 2S Time 


. . © »ffec q 92°¢ 
Seaside resort survey 2387 effect of 2336 


Theatre, marketing of 2394 


response 2318 
Se =ntati 234° a : 
egmentation 349 Toothpaste studies , 2340 
2384 
2319 


Troldahl-Carter procedure 2293 


Self theory 2368 


Self perception theory 2298 TORSCA program 
Semantic differential 2301 


Sensitive questions 2296, 2321 TV audience data 2403 





Subject 


Unfolding methods 
Unrelated question method 
US, market research in 
Value Added 

Vector model of preferences 


Verbal scales 


SUBJECT INDEX (continued) 


Abstract No 


2328, 


2317 
2320 
2400 
2599 
2020 


2329 


Subject 


Warner model 
Weighting 


Wine market 


Yea-saying 


Abstract No 


2321 
2289 
2393 





AUTHOR INDEX 


Name Abstract No Name Abstract No 


Aaker, David A 2373 Feldman, Laurence 2367 
Ahtola, Olli T 2325, 2339 Fennell, Geraldine 2344 
Ajzen, Icek 2345 Fenwick, Ian 2376 
Andersen, John F 2310 Fishbein, Martin 2345 
Andersen, Peter 2394 Foxall, Gordon R 2362 
Appel, Valentine 2370 Friedman, Hershey H 2306 
Armstrong, Gary M. 2367 
Armstrong, J Scott 2304 Gabriel, Alan C 2408 
Arndt, Johan 2299 Gelb, Betsey D 2305 
Assmus, Gert 2407 Gibbins, Keith 2397 
Azhari, Abdul C 2371 Glenn, Norval D 2295 
Goldstein, Larry 2306 
Bailar, Barbara A 2294 Goodhardt, Gerald 2346 
Bartram, Peter 2400 Goyder, John C 2363 
Baumgarten, Steven A 2366 Granbois, Donald H 2352 
Berdie, Douglas R 2310 Green, Paul E 2332 
Bermingham, J 2292 Green, Samuel B 2330 
Bettman, James R 2326, 2338, 2342 Gronhaug, Kjell 2381 
Blattberg, Robert C 23.48 Guiltinan, Joseph P 2383 
Boyd, K T 2989 Gwynn, Tonya K 2397 
Bowles, TS 2393 
Broadbent, Simon 2364 Hamblin P C M 2386 
Brown, M M 9999 Hansen, Richard W 2353 
Bryant, Barbara E 2293 Harvey, James W 2324 
Bullen, Terry 29337 Henry, Walter A 2318 
Burns, Timothy R 2328 Hinrichs, J R 2309 
Hodgson, Peter 2290 
Cadbury, N D 2411 Holmes, Sandra L 2295 
Capon, Noel 326, 2338 Horne, M 2386 
Carvey, Davis W 9314 Horowitz, Irwin A 2368 
Channon, Charles 2337 Horowitz, Tamar 2395 
Chalton, P 23892 Houlahan, John J 2408 
Chatfield, Christopher 2346 Houston, Michael J 2303 
Chisnell, Peter M 2398 Hughes, G David 2301 
Chou, L P 9996 Hugues, Michel 2378 
Conlee, Mary Charles 2336 Hulbert, James 2331 
Corkindale, David 2374 Hyett, G P 2327 
Cox, Eli P 2354 
Cox, Keith K 2369 luso, Bill 2334 
Craig, J 2291 
Crane, Edgar 2209 Jackson, Babette Za40 
Cunningham, Michael R 2298 Jefferson, Robert W 


Dickens, Jackie 2396 Kamen, Joseph M 
Dowling, T A 2321 Kass, G V 
Doyle, Peter 2376 


Kaye, Russell S 
Drake, N J 2389 


Kinberg, Yoram 
Klippel, R Eugene 
Easton, Geoff 2394 Kragh, J:dith R 
Ehrenberg, A S C 2403 

Enis, Ben M 2369 Lane, P F 

Eskin, Gerald J 2412 Lane, Sam H 





AUTHOR INDEX (continued) 


Name Abstract No 


Lang, Dorothy 2307 
Lanke, Jan 

Lawrence, Raymond J 
Lelii, Kenneth 
Linsky, Arnold S$ 
Linton, Anna 
Lipstein, Benjamin 
Lissitz, Robert W 

La, £1 

Lutz, Richard J 2326, 2335, 
McKenzie, John 

McKenzie, J R 

Mann, Don H 

Martilla, John A 

Mastel, Tony 

Mathews, H Lee 

Mazis, Michael B 

Meidan, A 

Menneer, P J 

Miller, Peter B 

Monroe, Kent B 

Mosley, W H 

Mukherjee, Shibu 

Munsinger, Gary M 


Nias, P 
Nicoletti, Bernado 
Nystrom, Harry 


Palmer, John 
Pearce, F T 
Percy, Larry H 
Perry, Michael 
Peter, J Paul 
Pickering, J F 
Pincus, Steven 
Pymont, B 


Rao, Ambar G 2358, 
Rawlings, T C 

Riesz, Peter C 

Riley, Stuart 2387, 
Ring, E 

Roberts, Mary Low 

Roscoe, A Marvin Jr 2307, 
Roshwalb, Irving 2341, 2375 
Rubens, Williams S 2297 


Name 


Sampson, Peter 
Samuels, Henry 
Samuels, J A 
Sasieni, M W 
Sawyer, Alan G 
Schachtman, Richard H 
Schuchman, Abe 
Schwartz, David A 
Sen, Subrata K 
Sheth, Jagdish N 
Snyder, Mark 
Sparks, D N 
Stapel, Jan 
Stumpf, Robert V 
Summers, John O 


Tamsons, Hans 
Tarpey, Lawrence X Sr 
Tauber, Edward M 
Taylor, James R 
Taylor, James W 
Tesser, Abraham 
Thams, Robert 

Thom, DAG 

Tolley, B Stuart 
Twedt, Dik 


Urban, Glen L 


Vasey, KJ S 
Vidali, Joseph J 


Waddle, Gerald L 
Waters, L K 
Weaver, Charles N 
Weber, Jean E 
Wells, William D 
White, Kenneth J 
Wilkes, Robert E 
Wilkinson, Jon 
Wilson, David T 
Winton, D S 
Wolfe, Alan R 
Woodside, Arch G 
Worcester, Robert M 
Wright, Peter 


Zychowski, James 


Abstract No 


2392 
2388 
2401 
2515 
2350 
2521 
2384 
2311 
2348 
2308 
2298 
2409 
2380 
2318 
2352 


2356 
2351 
2405 
4582 
2408 
2336 
2356 
2391 
2349 
2402 


2406 


2391 
2529 


Za09 
2357 
2299 
2353 
2360 
2390 
2355 
2396 
2324 
2389 
2361 
2359 
2328 
2365 


2o19 





Market Research Abstracts 
Volume 24 July-Dec 1975 


CONTENTS 
Journals and sources consulted 
Subject Index 


Author Index 


Abstract Nos 
Section I : Survey techniques 2413—2432 


Section II : Statistics, models and forecasting 2433—2452 
Section III : Attitude and behaviour research 2453—2484 


Section IV : Psychographics, personality and 
social psychology 2485—2496 


Section V : Communications: advertising and 
media research 2497—2520 


Section VI : Applications of research 2521—2532 
Section VII: Industrial market research 2533 

Section VIII : Market research and general applications 2534—2535 
Section IX : New product development 2536—2541 


The appropriate section number is given in the top right hand corner of each 
abstract, before the abstract number. 





Subject 
Adolescent consumer learning 


Advertisement 
measurement 
theory 


Advertising 
coloured models in 
comparison 
control model 
in Kenya 
pre-testing 
testing 
to children 


TV awareness 
see also advertising to children 
women in 


Agricultural survey 
Aircarrier study 
Alcohol study 


Analysis of survey data 


ANOVA 
Attitude 
/behaviour 


/belief relationship 
models 
see also Fishbein models 


Attribute preferences 


2435, 


2443, 2460, 2462, 2463 


2446, 


SUBJECT INDEX 


Abstract No Subject 


2506 Box-Jenkins approach 


Brand 
2498 awareness 
2497 choice 
judgements 
2513 preference theory 
2501 switching 
2519 BRANDAID model 
2500 
2503 
2502 Bush-Mosteller learning model 
2505, 2507, 2508 
2509, 2510, 2511 C iidh- dice 
9514 anonical analysis 
Carpet spot remover study 
2512 Census data 


2422 Children 
2457 advertising to 
9494 gift requests from 


2437, 2438, 2439 
2440, 2441, 2442 


2439 


Choice behaviour 


Cigarette study 
Client/agency relationships 


2464, 2467, 2472 Cluster analysis 


2479, 2522, 2524 


Coding of occupation 
2461, 2463 


Coffee study 


Cognitive maps 


2454, 2455, 2458 see also mapping 


2462, 2463, 2482 Commodity theory 


British Steel Corporation study 


see also consumer behaviour 


Abstract No 
2468 


2505, 2506 
2468 
2454 
2482 
2468 


2448, 2449 
2534 
2468 


2440 
2457 


2414, 2415, 2433 


2505, 2507, 2508, 2509, 2511 


2510 


2466, 2467, 2468 


2524 
2528, 2534 
2413, 2441 

2425 
2453, 2471 
2454, 2474 


2478, 2540 


Automatic Interaction Detector (AID) 
2445, 2453, 


Automobile studies 


Awareness set 


Ballot paper, position on 
Barclays Bank study 
Beer study 


Behavioural models 

see also Attitude/behaviour, Fishbein models 
Belief/attitude relationship 2461, 
Benefit chain 
Bipolar scale ratings 


Bootstrapping 


2437 
2526 
2469 


Communication of research findings 2534 
Compliance 2420 
Computerised information systems 2434 
2503, 2537, 2538 

2472, 2526 


Concept testing 


Confidence 


Conjoint measurement 2443, 2456, 2457 


Conjunctive model 2445 
Conservatism 2488 


Consumer 
behaviour Section III passim 
2489, 2490, 2492, 2493 
2521, 2538, 2539 
judgements 2457 


see also preference studies 





SUBJECT INDEX (continued) 


Subject Abstract No Subject Abstract No 


Consumer—contd. 
learning 2484, 2506 
see also learning models General Household Survey 2415 


utility model 2476 General linear hypothesis 2436 
Cross-lagged panel correlation 2442 Grey Benefit Chain 2458 


Gatekeeper analysis 2541 


Decision theory 2460 , 
Halo effect 


Deodorant study 2469 2463 
Heuristic Ideation Technique (HIT) 2536 


Household cleaner study 2536 


Discriminant function analysis 2491 
Distraction 2504 


Do-it-yourself motoring market 2521 : 
Icecream studies 2475 


Doctor’s prescribing behaviour 2472 
ICI study 2534 


‘D6n’t knows’ 2427 
Drinking study 2494 
Drug study 2428 
Dulany theory 2459 . 

Information 
Durables 2479, 2480, 2526 adoption 2481 


processing 2499 
E , search 2506 
ge roto systems 2434, 2450 


Index of economic welfare 2451 
INDSCAL program 2531 


Industrial market research 2533 


theory of consumer behaviour 
welfare index Innovators 2529 


Election night forecasting Integrated information systems 2434 
Energy crisis, effects of Interviewer, role of 2418 
Errors Interviewing, quality of 2535 
Ethnic bias 
Evoked set Johnson’s clustering algorithm 2441 
Expectancy value models 
3 Kenya, advertising i 25 
Expenditure on consumer durables 2479, seigaataniah iittala _ 
Kuehn model 2468 
Family 9 
expenditure survey 2414 Lancaster model 2482 
purchasing decisions 2473, 2479, 2480 Learning 
Farming study 94292 consumer 2484 
, ; model 2468 
Fashion leadership 2540 
Fear, effects of 2494, 2523, 2524 


Feminine role perception 2473 


Lexicographic semi-order model 2445 

Life-style 2496 

Fiditwotk, quality of 2431 Linear additive model 2445 
see also interviewing 

Fishbein model 2459, 2460, 2461, 2472, 2479 Mail surveys 3.9 9495 

Follow-up letter 2421 MANOVA model 29495 

Food deprivation study 2492 ‘Mapping’ 245: 54, 2474 


France, study in 490 Marital role stereotypes 2507 





SUBJECT INDEX (continued) 


Subject 


Market research 
client-agency relationships in 
communication of findings 
industrial 
threats to 

Market segmentation 


Marketing models 2434, 2448, 2449, 


MDPREF model 
Media research 2456, 2495, 2517, 2518, 
Message concept test 

see also concept testing 
Metric models 
Models 

attribute 

see also attribute preferences 

marketing 2434, 2448, 2449, 


2446, 


2446, 2462, 


Monetary incentives 
Motoring oil survey 
Motoring surveys 2522, 
Mouthwash study 

MSAE (Minimizing Sum of Absolute Errors) 
2462, 


2454, 


Multi-attribute attitude models 
Multidimensional scaling 


Multiple discriminant analysis 


New product research 


Nonlisted telephones 


Nonmetric models 
see also multidimensional scaling 


Nonresponse 
bias 


Nonsubstantive response 


Obesity study 
Occupational coding 
Oil survey 
Opinion 

change 

polling 


Orthogonal Procrustes problem 


Abstract No 


2528 
2534 
2533 
2535 


2491 
2450 
2476 
2520 
2503 


2454 


Section II passim 


2463 


2450 
2421 
2521 
2525 
2469 
2475 
2463 
2531 
2436 


Subject 


Paint survey 

Paired comparisons 2467, 
Panel surveys 

Perceived decision freedom 
Personality trait measures 
Petrol survey 

Polling 

Pooling of data 

Position, effects of 


Postal surveys 
see mail surveys 


Preference studies 2446, 2447, 2455, 
2457, 2460, 2462, 
2475, 2476, 2492, 
Pre-purchase information search 
Pre-testing 
Price 

accuracy 

information 

research 
Product 

performance 

risk 
Propositional control theory 


Purchase intentions 
see also consumer behaviour, durables 


Quasi-independence concept 


Questionnaires 
evaluation of 
position on 
self-administered 


Random 
block screening 
digit dial sampling 
walk 


Randomised response technique 
Readership 

Referral sampling 

Regression analysis 


Request, size of 


Abstract No 


2528 
2475 


2432, 2479, 2525 


2466 
2493 
2525 
2470 
2438 
2430 


2456 
2474 
2531 


2477 
2439 


2484 
2481 
2483 


2469 
2489 


2459 
2472 





SUBJECT INDEX (continued) 


Subject Abstract No Subject Abstract No 


Respondent Soap study 2457 
coding 2425 Social 


rights 2535 anchoring 2470 
Reponse attitudes 2488 


bias 2415, 2417 choice functions 2487 
differential 2414 indicators 2485 


non 2415 influence 2471 


patterns 2429, 2444 involvement model 2486 
rates 2418, 2421, 2422, 2423, 2424 


Retail 
locations 2474 Socio-economic product risk 2489 


services study 2490 Stationarity 2442 
store study 2453 Stove 


Reverse Matrix Cluster Analysis (RMCA) 2441 displays 2532 
Risk image research 2531 


product 2489 Stratification 2413 
reduction 2539 


Rosen model 2482 


Socially conscious consumer 2486 


Supermarket buyer decisions 2541 
Supply and demand, effects of 2478 


Survey data, analysis of 2435, 2437, 2438, 2439 
2440, 2441, 2442 


Synchronicity 2442 


Rural families, economic welfare of 2451 


Sampling Synthetic meat study 2529 


errors 2433 
in industrial mr 2533 
random block screening 2417 
random digit dialling 2416, 2515 ‘Tailor-made’ panels 2432 
randomised response 2419 
referral 2417 


i 2 
Scaling 2443, 2444, 2453, 2454 Telephones, nonlisted 2416 
Test marketing 2413 


Tea, iced, study 2447 


Schachter theory 2524 
Seat belts 2527 Toothpaste study 2469 
Segmentation 949] Trade-off 2453 
Self-administered questionnaires 2418 Transport study 2467 
Sensitive information 2428 Transportation systems study 2455 
Sex, of investigator effect 2494 Travel market 2491, 2495 
Sex roles 2512 TV 


Sheth model 9479 advertising research 2508, 2509, 2511, 2514 
viewing behaviour 2496, 2505, 2507, 2516 


Tyre study 2457 


Shoe study 2477 
Shoplifting survey 2419 
Shopping behaviour 2474, 2489, 2517 


Signature, effect on response 2423 Unequal cell sizes 


Similarity measures 2413 Unfolding metric models 


Situational variables 2465 Universal Product Code 


Slogan awareness 2505, 2506 Utility interaction model 





Subject 


Vacation behaviour 
Value expectancy models 


Voting behaviour 


SUBJECT INDEX (continued) 


Abstract No 


2491, 2495 
2454 
2517 


Subject 


Women 
in advertising 
attitudes towards, scale 
role of 


Abstract No 





Name 


Adams, James R 
Adewole, Akanbi 
Alford, Charles L 


Bagley, Gerrold S 
Banks, Seymour 
Barker, R F 

Barnes, R 

Bass, Frank M 
Beckwith, Neil E 
Belk, Russell W 
Bennett, Peter D 
Berenson, Conrad 
Bettman, James R 
Blankenship, A B 
Bonfield, E H 
Bouroche, Jean-Marie 
Brook, D 

Brown, Philip 
Bruno, Albert V 
Burnkrant, Robert E 
Busch, Lawrence 


Cann, Arnie 

Caron, Andre 
Charney, R 
Cheles-Miller, Pamela 
Chevalier, Michel 
Chisnall, Peter M 


Clark, Russell D (reference only) 


Claxton, John D 
Claycamp, Henry J 
Cunningham, Isabella C M 
Cousineau, Alain 


Darden, William R 
Day, George S 

De Jonge, L 
Deckner, L William 
Devita, Michael T 
Donahue, Thomas R 
Doyle, Peter 
Durand, Richard M 


Eckhardt, Kenneth W 
Ehrenberg, A S C 
Elkes, Roy 

England, Leonard 
Etter, William L 
Eysenck, H J 


AUTHOR INDEX 


Abstract No 


2498, 


2530 
2478 
2536 


2523 
2509 
2426 
2415 
2438 
2463 
2465 
2472 
2421 
2499 
2426 
2459 
2456 
2430 
2452 
2462 
2471 
2427 


2420 
2510 
2434 
2507 
2532 
2010 
2461 
2441 
2454 
2473 
2471 


2495 
2535 
2479 
2524 
2476 
2511 
2531 
2440 


2425 
2450 
2420 
2528 
2460 
2488 


Name 


Farris, Paul W 
Feigin, Barbara 
Feild, Hubert S 
Fenwick, Ian 
Fhaner, Gunilla 
Flax, Michael J 
Friedman, Hershey 
Francis, Joe D 
Fromkin, Howard L 


Gensch, Dennis H 
Geurts, Michael D 
Glasser, Gerald J 
Golder, PA 
Goldstein, Larry 
Golob, Thomas F 
Gonzalez, Maria E 
Goodhardt, G J 
Goodman, Leo A 
Goodstadt, Michael S 
Green, Paul E 
Green, Robert T 
Gross, Steven Jay 
Gruson, Valerie 
Gutman, Jonathan 


Haines, George H 
Hane, Monica 
Harper, Malcolm 
Harrell, Gilbert D 
Haskins, Jack B 
Hass, Jane W 

Heeler, Roger M 
Higgins, Raymond L 
Huber, Joel 

Huck, Schuyler W 


Isherwood, B C 


Jones, D Frank 


Kanuk, Leslie 
Keiser, Stephen K 
Kemsley, W F F 
Kenny, David A 
King, Stephen 
Kraut, Allen I 


Abstract No 


2454, 2457, 
2473, 


2501 
2458 
2424 
2498 
2527 
2485 
2423 
2427 
2466 


2455 
2419 
2416 
2413 
2423 
2455 
2433 
2450 
2444 
2428 
2476 
2490 
2464 
2428 
2435 


2482 
2527 
2500 
2472 
2503 
2523 
2413 
2494 
2447 





Name 


Lambert, Zarrel V 
Langeard, Eric 
Laurie, Liz 

Lawrence, Raymond J 
Lee, Jerry 

Lehmann, Donald R 
Levine, D M 

Levine, Phil 

Little, John D C 
Lockeman, Bradley N 
Lodish, Leonard M 
Losco, Jean 

Lowe Watson, David 


McCarney, L J 
Mackay, David B 
McIntosh, Andrew R 
McLean, Robert A 
Magrabi, Frances M 
Malizia, Emil E 
Marc, Marcel 
Markin, Rom J 
Marlatt, G Alan 
Mason, Joseph Barry 
Metzger, Gale D 
Montgomery, David B 
Moore, Roy L 
Myers, James H 


Narayana, Chem L 
Newman, Joseph W 
Niman, C Michael 


Ogus, Jack L 

Olshavsky, Richard W 
Oppedijk van Veen, W M 
Orpen, Christopher 


Palmer, J B 

Parfitt, John 

Payne, Clive 

Pennock, Jean L 
Perreault, William D Jr 
Pickering, John 

Poole, Kenneth W 
Power, A P 

Pras, Bernard 

Prasad, V Kanti 


AUTHOR INDEX (continued) 


Abstract No 


2440 
2490 
2509 
2468 
2478 
2463 
2434 
2491 
2449 
2477 
2520 
2512 
2522 


2529 
2474 
2533 
2439 
2451 
2485 
2456 
2469 
2494 
2536 
2416 
2541 
2506 
2435 


2469 
2477 
2464 


2433 
2474 
2479 


Name 


Rachal, J Valley 
Rao, Vithala R 
Ratchford, Brian J 
Reibstein, David J 
Reinmuth, James E 
Richelson, Jeffrey 
Rogers, Ronald W 
Rucker, Margaret 
Rust, Langbourne 
Ruthenberg, Alan 
Ryan, Michael J 


Sargood, Roger 
Schmidt, Frank L 
Shapiro, Gary 
Sherman, Steven J 
Shoaf, F Robert 
Shoemaker, Robert W 
Shosteck, Herschel 
Smith, Anthony J (reference only) 
Srinivasan, V 

Stapel, J 

Stephens, Lowndes F 
Summers, John 
Szybillo, George J 


Tapiero, Charles S 
Tauber, Edward M 
Taylor, Lester D 
Tenenhaus, Michel 
Tepping, Benjamin J 
Thio, K 

Thomas, Kerry 
Tiedge, James T 
Tom, Gail 

Twyman, Tony 


Upton, GJ G 


Venkatesan, M 
Villani, Kathryn E A 


Ward, Scott 

Watkins, Thomas A 
Watson, Peter L 
Webster, Frederick E Jr 
Welch, Susan 

Wells, R Douglas 
Wenger, Dennis E 


Abstract No 


2451 
2516 
2482 
2466 
2419 
2487 
2524 
2492 
2508 
2429 
2459 


2525 
2443 
2433 
2420 
2539 
2539 
2517 
2461 
2475 
2453 
2506 
2445 
2540 


2519 
2538 
2482 
2456 
2433 
2434 
2461 
2504 
2492 





Name 


Westin, Richard B 
Westwood, R A 
White, Glenn M 
Wildt, Albert R 
Wilkie, William L 
Willingdale, D K 
Wilson, Terry C 
Wind, Yoram 
Winter, Frederick W 
Wittink, Dick R 


AUTHOR INDEX (continued) 


Abstract No 


2467 

2434, 2450 

2470 

2462 

2501 

2431 

2443 

2454, 2457, 2493 
2481 

2438 


Name 


Wolfson, Alan D 
Worcester, Robert M 
Worchel, Stephen 


Yeomans, K A 
Young, Shirley 
Youngblood, Stuart A 


Zeitlin, DM 
Zufryden, Fred S 


Abstract No 


2429 
2534 
2478 


2413 
2458 
2466 


2434 
2518, 2520 








